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The Rudd Center

\
A RUDD CENTER

= Strategic science
FOR FOOD POLICY

& OBESITY

= Researchon
sugar sweetened beverage taxes
food marketing to youth
school and pre-school nutrition
obesity/food insecurity link
menu labeling
weight bias
food and addiction
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In passing the Child Nutrition and WIC Mamen, Infants and Children program) Reautharization
Actof 2004, Congress mandated that all school districts padicipating in federal school meal
programs create and implement school wellness policies by July 2006. These policies must
address nutrition education, nutrition standards for foods sold, and physical activity, and must
include measures for evaluating the palicy's effectiveness. By completing the Wellness School
Assessment Toal (WellSAT), users will be able to assess the guality of their school district's
wellness policy, and will be provided with personalized guidance and resources for making
improvements, hased on survey results. Forgot password?

Support for this projectwas provided by arants from the Robert\Wood Johnson Foundation and DE‘”_" hawe an account? m
Rudd Foundation. Register
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Here are the FACTS about cereal nutrition and food marke to children.

Cereal companies speak to children early, often, and when parents are not
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n the childhood obesity epidemic at hand, we need meaningful
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How do you define ‘“healthy
foods™?

Copyright 2003 by Randy Glasbergen.
www.glasbergen.com

“If you put a crouton on your sundae
instead of a cherry, it counts as a salad.”




“Don’t eat anything your great-
grandmother wouldn’t recognize as
food.”

ENRICHED FLOUR (WHEAT FLOUR, NIACIN, REDUCED IRON, THIAMIN
MONONITRATE [VITAMIN B1], RIBOFLAVIN [VITAMIN B2], FOLICACID),
SUGAR, CORN SYRUP, SOYBEAN AND PALM OIL (WITHTBHQ FOR
FRESHNESS), DEXTROSE, HIGH FRUCTOSE CORN SYRUP, CORN SYRUP
SOLIDS, CRACKER MEAL, CONTAINS TWO PERCENT OR LESS OF WHEY,
CORNSTARCH, SALT, MILK CHOCOLATE (SUGAR, CHOCOLATE, COCOA
BUTTER, MILK), COCOA PROCESSED WITH ALKALI, MODIFIED CORN STARCH,
CREAM, HYDROGENATED PALM KERNEL OIL, LEAVENING (BAKING SODA,
SODIUM ACID PYROPHOSPHATE, MONOCALCIUM PHOSPHATE), NATURAL
AND ARTIFICIAL FLAVOR, GELATIN, DRIED EGGWHITES, SOY LECITHIN,
COLORADDED, XANTHAN GUM, CARNAUBA WAX, VITAMIN A PALMITATE,
DATEM, NIACINAMIDE, REDUCED IRON, RED #40, PYRIDOXINE
HYDROCHLORIDE (VITAMIN B6), YELLOW #5, YELLOW #5 LAKE, RIBOFLAVIN
(VITAMIN B2), THIAMIN HYDROCHLORIDE (VITAMIN B1a), BLUE #1, FOLIC ACID.
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TOM standards
wWww.1om.edu

INSTITUTE OF

NUTRITION STANDARDS FOR
FooDps IN SCHOOLS: LEADING THE T StndkeDs
WAY TOWARD HEALTHIER YOUTH

REPORT BRIEF o APRIL 2007

FOR FOODS IN SCHOOLS

red Healthier
. Youth

Research has shown that the school environment has a vital role in shap-
ing children’s health behaviors. The rise in obesity over the past 2-3 decades
has been accompanied by an increase in the number of alternative food
options available on school campuses. These “competitive foods” that are
obtained from a variety of sources, including a la carte service in the school
cafeteria, school stores and snack bars, and vending machines, are vying with
the traditional breakfast and lunch offered through federally reimbursable
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school nutrition programs. Children spend the majority of their day at school,
often staying for after-school activities; the foods and beverages available
during and after school can contribute a number of calories to their total daily




USDA Guidelines

Dietary Guidelines
for Americans

2005

U.S. Department of Health and Human Services
U.S. Department of Agriculture
www.healthierus.gov/dietaryguidelines




www . hsph.harvard.edu/nutritionsource

.K,Q- HARVARD
9% School of Public Health

About HSPH Academics Admissions Research Faculty Student Life

home > the nutrition source > what should you eat? > healthy eating pyramid

EEM The Nutrition Source

Nutrition Source Hea'thy Eating Pyramid

Home

what Should You '[llc BO ttom LinC

Eat?
Use a food pyramid that’s actually based
T on the latest and best science.
* Protein
** Fats and Cholesterol
» Fiber
** Yegetables and Fruits
* tCalcium and Milk

* alcohol

* Yitamins

Choosing Healthy
Drinks

Getting to Your
Healthy Weight
—~ A

Staying Active

Recipes Download the Healthy Eating Pyramid handout (PDF).




Policy Helps Create

Optimal Nutrition
Defaults




Current nutrition default
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Optimal nutrition defaults

= Easiest to make healthy choices

= Public health examples
fluoride in drinking water
airbags
unleaded gasoline, paint




Access to Nutritious and
Affordable Food in the
Community
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Corner Store Policies

= Research
» Benefits

changes default
tailor merchandise to community

develops small business
builds, galvanizes community




http://healthycornerstores.org

; page pro
tended to h

Organization:
Contact Name:

Location:

Area of Service:

Website:

Email:

HEALTHY CORNER)
GCTORES NETWORK

Participant Profiles Resources. Events

IN THIS SECTION

work and to find information
or update an existing

lly by organization belo on the letter
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SEARCH
GO

HCSN MINI-GRANTS
The H awarded mini-grants
61st Street Farmers Market to four organizations. Learmn

= More
Qiller

go, Illinois

http:/ fwww.experimentalstation.org

m-ka tt.net



Fresh Fruit and Vegetable
Carts




Resource

= New York City Department of Health and Mental
Hygiene. Search for “"Green Carts”

1d Available Financial Assistance

DOHMH Home

My Health

My Community's Health:
Data and Statistics

Health Topics A-Z

People Who Eat Fruits and Vegetables Are Healthier

Career Opportunities
Contracting




Zoning as a tool

= [ncentives for supermarkets/groceries

Presence of full-service groceries in n"hood
associated w. healthier diets, lower rates of
obesity
= Turn vacant buildings/rooftops into
greenhouses

Will Allen www.growingpower.org



http://www.growingpower.org/

www . phlpnet.org
Getting to Grocery

Tools for Attracting Healthy Food Retail
to Underserved Neighborhoods




www . thefoodtrust.org

S

The Food Trul about Us [EATIel Consulting [Resaliress Contact Us

Support The Trust

e Supermarket Campaign

qgift of education and food.
Your contribution will go

directly to helping others Improving access to supermarkets in
underserved communities

learn.

Learn More About
The Food Trust

Sign up for Fresh Times,
our weekly newsletter

Email:

join now

Privacy by n

For Email Marketing voo can tust

Related Programs:

Corner Store Campaign
The Food Trust’s Corner
Store Campaign seeks to
reduce the incidence of
diet-related disease and RECENT NEWS
obesity by improving the
snack food choices made Supermarkets for All
:;’Ofed:'esce"ts lcarnes The Food Trust is working with PolicyLink and The Reinvestment
y Fund to expand the success of the Pennsylvania Fresh Food
Pennsylvania Fresh Financing Initiative to the whole country.
Food Financin .
Initiative Recently U.S. Representative Allyson Schwartz and 32 co-sponsors
Encouraging the introduced a National Fresh Food Financing Initiative resolution,

development of food retail based on the Pennsylvania Fresh Food Financing Initiative.
in underserved

Pennsylvania communities.

Learn more: YWhy a national initia
School Food and
Beverage Reform




Zoning

Community Gardens
= Allow use of vacant city-owned land
= Make gardens permanent

Nashville

= Community Gardening Bill sponsored by
Councilmember

= Current law prohibits gardening as primary use
of lots in residential districts




www . communitygardens.org

Growing Community

Across the U.S. & Canada

SEARCH




|  Gardening Initiative

= New Haven: Justin Frieberg

= http://environment.yale.edu/multimedia/video-
playlist/
= 10 minute video

= www.urbanfoodshed.org



http://environment.yale.edu/multimedia/video-playlist/
http://environment.yale.edu/multimedia/video-playlist/
http://environment.yale.edu/multimedia/video-playlist/

Zoning: FFRs




Partner with..

= Mayor = Grocery industry

= City Council = | ocal farmers

= Food Policy » Food distributors,
Council processors

= Transportation = Hunger groups

= Zoning, city



USDA strategic plan

= Develop and equip grocery stores and other
small businesses and retailers to sell healthy
food in [food deserts]...

* Promote public-private partnerships to
encourage grocery store and other healthy
food outlet development in underserved
areas, helping tackle the obesity epidemic,
creating jobs, and revitalizing low-income
neighborhoods.




Marketing to Children




“Marketing worRks.”

Institute of Medicine, Food Marketing to Children
and Youth: Threat or Opportunity? 2005




New Rudd Study

= How do licensed cartoon characters on food
packaging affect young children's taste and
snack preferences?

= Graham crackers, gummy fruit snacks, carrots

Ate food with or without Dora the Explorer, Shrek,
and Scooby Doo

Which tastes better?

* Branded food packages substantially
influences young children’s taste preferences

Most strongly for energy-dense, nutrient-pooor
foods.

Weaker effects for carrots



Research

= Massive:
15TV food ads /day
5500 TV messages per year

= Not just TV anymore

= 98% of ads promote products high in fat, sugar,
and/or sodium

* |ndustry spends >$1.6b/yr marketing to children
and teens

* Children consume 45% more when exposed to
food advertising




Product tie-ins Product
and integration placements




Mobile Social
marketing media




Internet advergames

WELCOME TO MILLSBERRV!

Millsberry is a town full of millions of kids just like you and me. Here you can create a buddy,
design a home, play games, collect rare items and prizes, shop, surf, and learn at the same time

Fun things you can do in just a few steps:

SEND GIFTS AND WIN MILLSBUCKS
GREETINGS TO FRIENDS
P | =

7

£ %'
Y =
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In-store marketing
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10 Most Frequently Marketed Cereals to Children on TV

1. Cinnamon Toast Crunch
2. Honey Nut Cheerios
3. Lucky Charms
4. Cocoa Puffs

5. Trix

6. Frosted Flakes
7. Fruity and Cocoa Pebbles
8. Reese's Puffs

9. Corn Pops

Top 10 Cereals by Hutrition Score 10. Froot Loops

Bottom 10 Cereals by Hutrition
Score

10 Most Frequently Marketed
Cereals to Childrenon TV

www.cerealfacts.org




Key findings

» Least healthy: MOST heavily marketed

= 85% more sugar, 65% less fiber, 60% more
sodium (vs. adults’ cereals)

= Avg preschooler sees 642 cereal adsfyronTV
alone, almost all for cereals with worst nutrition
rankings

= Research shows children will eat low-sugar
cereals




Worst cereal: 41% sugar

= GM markets to
children more than
any other cereal
company

-------
\\\\\

6 of 10 least healthy
cereals advertised to
children made by GM



Toy Ordinance:
Santa Clara County, CA
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Marketing in Schools
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two free donuts

Coupon expires June 30, 2003 @ ; FOOD, HA'JW' ABOUT GET GOOD
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McDonald's Educational Resources

& Shock/Gamma | lalaon. Par




=Y look for
triple J
box tops!

our kids’ schools have F r
earned over $ nillion N-earning Bonus Box Tops

from box tops for education '/\3 now!

Box tops for
education

G

share

Internet in
school




IFundraisers

|1

Coupons Inside Every Carrier Coupons Inside Every Bar
Family Coupon Booklet $1 Subway Coupon
$10 Foot Locker Coupon Buy Two Bars, Get One Free

- — 3 :
L‘-‘ E ‘j . ChocolateTown Plus ‘

Inberines Al AISTICan

learn about our exciting programs, visit

or call us at

Textbook covers
(Gatorade)




Change the default

= Eliminate from
Y's
Community centers, boys/girls clubs etc.
Schools
Wellness policy language
Government buildings
Transit systems




SUGAR-SWEETENED BEVERAGES
TAXES

“Don’t drink soda. There 1S nho such
thing as a healthy soda.”




Why the concern?

SSBs are the primary source of
added sugars in Americans’ diets.




Why the concern?

= Consumption is increasing

1970-2000 per-person consumption of SSBs
increased 70% from 7.8 to 13.2 oz

= Strongscience on link to weight gain

= Avg child =172 cal/day
= Avg adult = 175 cal/day




Links to health problems

» Diet quality

» Weight gain/obesity

» Type 2 diabetes

» Cardiovascular disease
» Dental carries

= Osteoporosis



SSB Tax: Goals

= Reduce consumption
= Raise money for obesity prevention

&

£ { ¥
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Why we have the youngest

customere in the buginece




Penny per ounce = 10% reduction in
calorie consumption

Sufficient for weight loss.




Policies

= | ocal Tax
Earmarked
DC example

= Ban from all vending machines in city-owned
buildings, Y’s etc.




Policy Option: Increase Prices

= New study: 35% price increase on SSB = 26%
decline in consumption of reqular soft drinks

= Policy: atY’s, other venues, increase SSB prices
substantially to decrease sales
Vending
Z00S
Recreation areas etc.




Where to start?

= Work with local public health dept

= Approach mayor, city council

= State legislator
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Improving Pre-school nutrition




Pre-schools

= Y’'s, Community Centers etc.

= 60% children under 5 avg 29 hours/week in
childcare

= 41% spend >35 hrs/week




Rudd: Pre-school Study

Preliminary findings:
= Heavy consumption:

processed, high-fat,
and fried meats

* |nadequate intake:
fruits, vegs, whole
grains




Pre-School Policies

» |nstitute strong nutrition standards

Only juice, water, low- or non-fat milk for 2 years
and older (no flavored)

= Adult sits down w. children to eat CACFP
meal

= Limitscreen time
= Increase physical activity time (outdoors)




Excellent guide

= Action Guide CT DOE

ACTION GUIDE

FOR CHILD CARE NUTRITION AND

PHYSICAL ACIIVIIY POLICIES

Best Practices tor Creating
d fnealthy Child Care environment




Www.nplan.org

WEBINARS and TOOLKITS

* August11, 10AMPT /2 PMET
Safe Routes to Schools

* September 21, 10 AMPT [1 PM ET
Sugar-Sweetened Beverage Taxes & Fees

* November 2010 (TBD)
Improving the School Food Environment
through Food Marketing and Vending Policies



http://www.nplan.org/

Thank you!

Roberta R. Friedman
Director of Public Policy
Yale Rudd Center for Food Policy and Obesity
Roberta.friedman@yale.edu

www.yaleruddcenter.org
(203) 432-4717
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